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Public Service Advertising (PSA), different from commercial ad, is with the 
objective of raising awareness, changing public attitudes and behaviors towards a 
public issue, in order to resolve conflicts and promote sustainable social development. 
 
Before, studies on PSA emphasized its social functions but failed to explore 
regimes and paths behind them. This thesis goes a different way. It studies the history 
of PSA in Taiwan from the year 1988 to 2012, in order to summarize an interactional 
model between PSA and Taiwan social changes. In addition, it points out that the 
position and social value of the PSA worth reconsideration based on a series of 
quantitative analysis. 
 
Taiwan’s well-instituted market economy cultivates diversified cultureand free 
media environment, whichassist rapid growth of advertising industry. In 80s,Taiwan 
has experienced drastic socioeconomic changes with emerging problems and conflicts; 
yet, it was also the start of PSA because of the aroused civil consciousness. Since then, 
Taiwan PSA has gone through for 30 years, (10 years ahead of China Mainland). In 
the past years, great changes took placed, such as freedom of media and public 
opinion, party switching, economic circle and natural disasters. During this time, 
Taiwan advertisers adapted themselves to the condition and later founded Taiwan 
Advertising Council. All of the above help Taiwan PSA grow strong, mature and 
powerful, showcasing the maturity of Taiwan civil society and becomes one of the 
major trends in Chinese advertising industry.  
 
The thesis first studies the history of Taiwan PSA-based on a qualitative research 
upon media reports and academic publications.Then it characterizes Taiwan PSA by 
quantitatively analysis of winners awarded by authoritative magazines, i.e. 
Advertising Yearbook Taiwan、Brain, and signature “Times Advertising Ad Awards”. 
Last, itdiscusses theinteractions and mutual impacts between PSA and social changes 
in Taiwan, and compares them with China mainland.  
 
At the beginning of the thesis, the author describes history of Taiwan PSA into 
four stages: starting stage (1978-1982、1983-1987), growing stage(1988-1993、
1994-1998), prosper stage (1999-2003) and stable stage (2004-2009、2010-now), 
based on critical events and their impacts.  
 















out the characters of them: socialsecurity (29.7％) is the most popular topic followed 
by ecological environment (16.2％); principal advertisers are non-profit organizations 
(41.9％) and enterprises(37.2％); announcement or advertisements are disseminated 
by a variety types of media, presented with strong emotional appeals (70.8％) and 
positive images (56.9％), seeking for psychological and social satisfaction (74.8％). 
The author also points out a new trend called “public welfare marketing” instead of 
PSA, due to an increasing commercialization of enterprises’ PSA.  
 
In terms of the interactions between PSA and social changes, the author states 
that Taiwan PSA highly engage into public agenda (71.3％). In recent years, social 
hot topics are gradually affecting the content of PSA; as a return, PSA is actively 
participating in social events. The author thus establishes a model of the interaction, 
in which public agenda plays as a coordinator, and the advertiser pushes the agenda 
forward by launching differently themed PSAs, in order to guide public opinions and 
eventually lead to social changes.    
 
Further more, the author summarizes Taiwan PSA in the three following points: 
commercially operated in a free and dynamic market; public opinion oriented and 
agenda engaged; non-government sectors dominated and self-managed. Consequently, 
Taiwan PSA allows highly diversified themes and flexible forms; in comparison, PSA 
in China mainland, through with a more consistent subject, somehow is perceived less 
creative and independent, due to directsupervision by government sectors. 
 
In conclusion, the author believes that Taiwan PSA benefits the society by 
leading public opinion and taking part in public agenda. Its steady growth lies to a 
shared interest model that could well engage different advertisers. Moreover, recent 
established Taiwan Advertising Council endeavors to unify scattered resources of 
social welfareand to provide more consistent and concentrate subjects. In the light of 
the above, the development of Taiwan PSA affords valuable experience for surging 
PSA in China mainland. 
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